Bell System Stationery Manual 


Second Edition: 
Stationery Materials, Production and Printing Specifications 


© Bell System 


Table of Contents 


Introduction and General Principles 


General Company Stationery 

Basic Letterhead 

Letterhead Variations and Second Sheet 
Envelope and Business Card 


Printing Processes and Placement Dimensions for 
Company Signatures 


General Company Letterhead 
General Company Envelope and Business Card 


Executive Letterheads and Envelopes 
Executive/Company Letterhead 
Executive/Company Envelope and Business Card 
Executive/Company Letterhead — Monarch 
Executive/Company Envelope — Monarch 
Executive/Personal Letterhead — Monarch 
Executive/Personal Envelope — Monarch 


Mailing Labels 

Company Memoranda Sheet 

First Class Envelope and Security Pattern 
Quality Control 

How to obtain further information 


Note: This Manual is a combination of 
the two previous Stationery Manuals, Part 
One and Part Two. It has been revised to 
make a more complete document. All 
previous editions are obsolete and 
should be destroyed. 


ONS — 


16-17 
18-19 


] 


C 


Stationery is one of our most widely used 
forms of visual communications. It is 
also the most personal. As a vital facet 
of our total communications, it is essen- 
tial for each stationery item to be con- 
sistent in quality and appearance within 
each Bell System company and from one 
company to another. 


Part One, which explained the station- 
ery system and illustrated the appli- 
cation of graphic designs on the various 
stationery pieces, has been combined 
with Part Two, which contained detailed 
specifications for printers and art 
departments. This Manual is a reference 
book for all approved stationery items. 
It is also a working tool which will serve 
to standardize design and mechanical 
production. Its use will insure our goal 
of uniformity of the stationery pieces 
produced with its guidance. 


Company Signatures and Repro- 
duction Materials 

The company signatures used on sta- 
tionery have been especially designed 
for this purpose. The size relationship of 
symbol to logotype on various stationery 
items has been very carefully deter- 
mined and must always be maintained. 
To assure this correct relationship, film 
negatives of each company's signature 
for stationery pieces have been pro- 
vided and are available through your 
company corporate program adminis- 
trator. The various sizes of signatures are 
identified with letters which are keyed 
to the stationery demonstrations in this 
manual. The components of these signa- 
tures are not to be intermixed or substi- 
tuted. For instance, do not use an "A" 
symbol with a "B" logotype. It is im- 
portant that only these approved mate- 
rials be used in the production of all 
stationery items. Do not set type for 
logotypes. Do not use general graphics 
reproduction sheets except where spe- 
cified. Other reproduction materials, or 
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modifications, will not conform to the 
specifications of the stationery program. 


All art on the film negative supplied is 
same-size. This film should be main- 
tained as the master negative of your 
company's stationery signature. Duplicate 
film negatives should be supplied to 
printers to strip-in as required. This will 
eliminate shooting direct positive copy 
and save one reproduction generation, re- 
sulting in a better looking printed piece. 


Embossing Dies 

Embossing dies conforming precisely to 
the design specifications of the bell 
symbol are available from the Western 
Electric Corporate Identification Super- 
visor — Public Relations (212) 571-2854, 
in all the required sizes. Their manu- 
facture has been closely controlled to 
reproduce the bell symbol correctly. 
These dies must be used for the letter- 
heads, cards and envelopes where 
blind embossing is specified. 


Typography 

To supplement the reproduction material 
described above, it will be necessary to 
set type for all addresses, individual 
names and titles, departments, etc. 

With few exceptions, the type face 
used for this purpose throughout the 
stationery system is Helvetica Light. 
The various point sizes and leadings are 
specified on each item. 


Helvetica Light is a handsome, highly 
legible typeface. Its light line, however, 
requires careful control in proofing; 


reproduction proofs from the typographer 


should be scrutinized particularly for 
over-inking which will cause the corners 
of the letters to be blunted and the 
weight to be increased. Also, check for 


inconsistent inking which will cause the , 


weight of letters to vary from one end of 
a line to another. Photo-composition 
will tend to eliminate these problems, 


Introduction and 
General Principles 


but it should be checked for sharpness 
of focus and printing. 


Color 

All colors specified have been specially 
formulated and swatches are available 
from Western Electric. While these 
swatches are imprinted with ink formu- 
lation information, they are intended for 
visual matching; the ink formulations 
should be used mainly as guidelines 
toward achieving accurate visual fidelity. 


Paper Stock 

Paper classification, grade and weight 
have been specified for each piece 
demonstrated in this manual. Careful 
consideration has been given to the 
appropriateness and costs of these 
papers as well as to their visual appear- 
ance. You will note that specific grades 
are indicated for certain levels of man- 
agement compared to those areas where 
high volumes of internal and external 
correspondence occur. 


"Natural" white paper stock is specified 
for letterheads because of its warmth and 
more personal look, as opposed to the 
cooler blue-white papers containing 
fluorescent dyes. Various grades of 
stationery paper with the bell symbol 
watermark may be obtained through 
Western Electric. 


South Central Bell ^) 


Edward J. Nelson P.O. Box 771 
Advertising Manager Birmingham, Alabama 35201 
Informative Phone(205) 321-2193 


December 29, 1977 


Mr. Stanley L. Thurman 

Vice President-Public Relations 
South Central Bell 

701 South 20th Street 
Birmingham, Alabama 35233 


Dear Mr. Thurman: 


Only the printer and our secretaries generally see the company 

letterheads without a typewritten letter on the sheet. In fact you 

might say that it is the secretary who visually completes the design 

of our new letterhead. Her typewritten message is a visual balance 

for the printed components stacked on the right side of the page. 9 


which fits so well with our letterhead design. Everything lines 

up with the left margin, including the signature block. A printed 
title or department name sets the margin. The date should be typed 
equidistant between the executive title and the addressee. 


This is an example of a letter typed in the contemporary format | 


On our general company letterhead, without an executive title or 
department name, the left margin should be one and one-half inches. 
The date should be typed on the left side equidistant from the 
bottom of the company address and addressee.  Paragraphs are not 
indented in this format. 


— — 


Sincerely, 


FNE. IA N 


Edward J.“ Nelson 
Advertising Manager 
Informative 
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Letterhead Variations 
and Second Sheet 


The basic General Company letterhead 
has four approved variations. 


1. Basic General Company Letterhead 
(8%2” x 11”) 

This is the basic company letterhead 
used for outside correspondence. 


2. Department and/or Business Office 
Letterhead (8'2" x 11”) 

The same as the general company letter- 
head with the added identification of a 
particular department, or business office. 


3. General Company Letterhead with 
Name and Title (812" x 11") 

The same as the general company letter- 
head with the addition of an official's 
name and title. 


4. General Company Letterhead with 
Name, Title and Department (812” x 11") 
The same as general company letterhead 
with the addition of the person's name, 
title and department. 


Paper recommendation: 

20 Ib. bond No. 1 sulfite for fourth level 
management and below 

20 Ib. bond 25% rag for Director to 
Vice President 


Second Sheet (82" x 11") 

Not demonstrated. 

For suggested use as a companion 
second page with executive letterheads. 


The second sheet contains the bell 
symbol only. The size, position and color 
of this symbol are identical to the letter- 
head;all other material is simply deleted. 
Paper stock should be identical to the 
letterhead. 


General Company Envelope 
and Business Card 


Illinois Bell 


225 West Randolph Street 
Chicago, Illinois 60606 


Edward J. Nelson 


General Personnel Supervisor 
Salary Plan and Job Evaluation 
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Bell of Pennsylvania 

One Parkway, Room 651 
Philadelphia, Pennsylvania 19102 
Phone (215) 466-3376 


This envelope and business card will 

serve as the companion pieces for the 

following 8V2" x 11" letterheads: 

1. General Company letterhead 

2. Department and Business Office 
letterhead 

3. General Executive letterheads 


+e 


Printing Processes: Selection of the 
proper reproduction process takes into 
account the capabilities and limitations 
of each printing technique. The objective 
is to obtain the highest degree of con- 
sistent quality and flexibility at reason- 
able cost. 


Lithography (offset): Best suited pro- 
cess for the majority of stationery items 
regardless of paper quality or surface 
textures, particularly suited for large 
volume orders. 


Steel Die Engraving: Best suited for 
combining engraving and blind embos- 
sing for selected executive stationery 
and business cards; may be combined 
with lithographed letterheads using 
engraving for the names and titles for 
executive level stationery. 


Letterpress: Least capable of quality 
and consistency on soft surfaced papers; 
particularly unsuited for rag content 
bonds, large solids or pantograph pat- 
terns; requires added attention when 
used for imprinting (as on business 
cards) to control typographic distortions. 


Thermography: A process that produces 
a third dimensional relief surface without 
the use of embossing or engraving dies. 
It produces a printed imitation of steel 

. die engraving. Because of the variables 
in this thermography printing process, 
careful adherence to quality control 
standards is vitally important. 


Printing Processes and 
Placement Dimensions for 
Company Signature 


On any given piece of stationery, the 
dimensions controlling the placement of 
elements remain constant, regardless 

of whether the company’s logotype is 
one-line or more. In this demonstration, 
dimensions A, B and C are identical for 
Indiana Bell and Southern New England 
Telephone. Dimension X is an integral 
part of the reproduction materials and 

is not to be altered. 


«— ———— 1-1/2" 


- 


Trademark A 


e 
UL IVVCSICIIDC 


1/4" 


010 Pine opo 
St.Louis, Missouri 63101 
Phone (314) 247-3346 


2-3/8" 


mmunity Relations Manager 
ublic Relations Department 


Sender's name (department or business 
office when sender's name not included): 
8 point Helvetica Medium. 


Name aligns horizontally with first 
line of address. 


Sender's title and/or department: 
8 point Helvetica Light 

2 points from Helvetica Medium 
line above. 

If information exceeds 12 picas width, 
break into additional line(s). 


These dimensions remain the same for 
companies with multiple-line logotypes. 


8 point Helvetica Light, 2 points leaded. 


Approved unofficial identification may be 
T apte to letterheads and envelopes. 

he unofficial identification is to be 
positioned in flush left, vertical alignment 
with the company identification, as illus- 
trated. The unofficial identification must 
not exceed the size of the company's 
identification elements. The unofficial 
identification can be reproduced in all 
black, blue and black, or in all blue. 
A special identification color may be 
added — provided this color is not used 
to alter the reproduction of the company 
signature. The Yellow Pages mark is 
pma in black and Yellow Pages Yellow. 

he PhoneCenter Store mark is printed 
in Bell Blue. Both of these marks must 
be 1/2" in height. Note: The address 
information remains with the company 
identification. 


Paper recommendations: 

General Company Letterhead: 
Natural white, wove finish 20 Ib. bond, 
rag content 25%. 


General Company Envelope: 
Same as letterhead. 


General Company Business Card: 
Natural white thin card Bristol, 

plate finish, 110 Ib. 1/2" 
Rag content 50%. : 
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General Company Envelope (4-1/8 x 9-1/2” No. 10) 


These dimensions remain the same for 
companies with multiple-line logotypes. 


There is no printing on the back of the 
envelope. However, if a form number 
is required it should be printed on the 
back in 6 point sans serif type, 
preferably Helvetica Light. 


Trademark A 


8 point Helvetica Light, 2 points leaded. 


Approved unofficial identification may be 
applied to envelopes and letterheads. 
The unofficial identification is to be 
positioned in flush left, vertical alignment 
with the company identification, as illus- 
trated. The unofficial identification must 
not exceed the size of the company's 
identification elements. The unofficial 
identification can be reproduced in all 
black, blue and black, or in all blue. 

A special identification color may be 
added — provided this color is not used 
to alter the reproduction of the company 
signature. The Yellow Pages mark is 
printed in black and Yellow Pages Yellow. 
The PhoneCenter Store mark is printed 

in Bell Blue. Both of these marks must 

be 1/2" in height. Note: The address 
information remains with the company 
identification. 


: + 3/4" 


Name-title unit, 1/2 pica to right of center. 


Name: 8 point Helvetica Medium. 

Title: 7 point Helvetica Light. 

Note: Nameltitle units longer than 1-7/8" 
should be set in two lines or more. 


General Company Business Card with short title (2"x 3-1/2” 
center card 
Where company name and address calls 


for fewer or more lines, this dimension 
remains constant. 


Bell symboi H 


7 point Helvetica Light, 2 points leaded. 


Important: Yellow Pages and Phone- 
Center Store marks only may be added 
to business cards. Other exceptions 
may be designated by AT&T manage- 
ment as specific conditions require. 
When the Yellow Pages mark is used 

it must be applied as indicated and 
printed in black and Yellow Pages Yellow. 


16 New Montgomery Street, Room 402 
an Francisco, California 94105 


Dimension always remains constant. 


Name-title unit, 1/2 pica to right of center. 
Name: 8 point Helvetica Medium. 

Title: 7 point Helvetica Light. 

4 points line lead. 

2-line titles are 2 points leaded, 
centered line-on-line and centered on 
person's name. 


General Company Business Card with long title 
center card 


This example shows a 3-line name-title unit. 
For 2-line name-title units dimension 
becomes 1-1/167 


All other specifications same as above. 


Note: On all business cards, the company 
name as well as the adaress is typeset. 
Do not reduce logotypes to fit. 


When the PhoneCenter Store mark is 
used it must be applied as indicated 
and printed in Bell Blue. 


Dimension always remains constant. 


Edward J. Nelson 
General Personnel Supervisor 
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Bell of Pennsylvania 
One Parkway, Room 651 
Philadelphia, Pennsylvania 19102 


Executive/Company This is an optional design more formal Reminder: To retain the correct emphasis | 


Letterhead, Envelope than the General Company letterhead. on the embossed symbol on Executive 
and Business Card The bell symbol is blind embossed Company Stationery, the logotype is 
instead of printed. On the letterhead the smaller than the logotype used on 
company name, person's name and title General Company Stationery. In order 
may be engraved or printed. The execu- to maintain this correct relationship » | 
tive stationery system consists of the always use the stationery reproduc- 


letterhead, business card and envelope. tion materials. 


Executive/Company Letterhead (8-1/2" x 11") 


nei 


3/8" | 


Trademark B 
Bell symbol 
blind embossed 


oston, Massachusetts 02107 
hone (617) 743-3294 


2-3/8" ———— ———e 
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Sender's name: 8 point Helvetica Medium. 


Name aligns horizontally with first line of 
adaress. 


Sender's title: 8 point Helvetica Light. 
2 points from Helvetica Medium line 
above. If information exceeds 12 picas 
width, break into additional line(s). 


2-line titles are to be 2 points 
leaded, flush left. 


These dimensions remain the same for 
companies with multiple-line logotypes. 


8 point Helvetica Light, 2 points leaded. 


If second sheets are desired, they must 
be of the same stock as the letterhead. 
Delete all printed copy but retain the 
embossed symbol in the exact size and 
position as on the letterhead. 


Blank sheets of letterhead stock are also 
acceptable as second sheets. 

Note: All blind embossing must be 
produced with brass dies "using heat." 
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Trademark B 
Bell symbol 
blind embossed 


ston, Massachusetts 02107 These dimensions remain the same for 
companies with multiple-line logotypes. 


8 point Helvetica Light, 2 points leaded. 


Bell symbol G 
blind embossed 


Boston, Massachusetts 02107 


Phon 294 


Executive/Company Letterhead, Monarch (7-1/4" x 10-1/2") 


EN Trademark B 
Bell symbol 


blind embossed 


—— 13/16" 


oston, Massachusetts 02107 
hone (617) 743-3294 
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Sender's name: 8 point Helvetica Medium. 


Name aligns horizontally with first line of 
adaress. 


Sender's title: 7 point Helvetica Light. 
2 points from Helvetica Medium line 
above. If information exceeds 9 picas 
width, break into additional line(s). 


2-line titles are to be 2 points 
leaded, flush left. 


These dimensions remain the same for 
companies with multiple-line logotypes. 


7 point Helvetica Light, 2 points leaded. 


If second sheets are desired, they must 
be of the same stock as the letterhead. 
Delete all printed copy but retain the 
embossed symbol in the exact size and 
position as on the letterhead. 


Blank sheets of letterhead stock are also 
acceptable as second sheets. 


Note: All blind embossing must be | 


produced with brass dies "using heat." 
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New England Telephone 


185 Franklin Street 
Boston, Massachusetts 02107 
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Executive/Personal 
Letterhead and Envelope, 
Monarch 


For personalized correspondence from 
the business address of persons at 
management levels designated by the 
company. The company name is omitted, 
address retained. The bell symbol is 
blind embossed. Name and other infor- 
mational copy may be printed or 
engraved. 


Edward J. Nelson 


195 Broadway 
New York, N.Y. 10007 
Phone (212) 393-1000 


ecutive/Personal Envelope, Monarch — Back 


Edward J. Nelson 
A 195 Broadway, NewYork, N.Y. 10007 


Mailing Labels Two sizes of labels have been recom- i 

mended. The large label is for fourth-class 

mail. The smaller label is for use on | 

either small packages or large envelopes. 

In those cases where the bell symbol is » | 

already printed on envelopes, it would be 

redundant to use a label with the bell | 

symbol. Use a blank label or type the 

address directly on the envelope. l 
Í 
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Mailing Labels (4"x 7” and 3"x 5") 


3/16" 


7/32" ! 
B Second Avenue, Seattle, Washington 98104 | 
i 
! 


^m P-—— a 1/8" 


3/16" 227 Church Street, New Haven, Connecticut 06506 


Southern New Engla 


Pacific Northwest Be an 
» i 
| 
! 
; 
Logotype J 
8 point Helvetica Light. 
Address must always be one line. i 
Company logotype is centered horizontally 
on bell symbol. 1-13/16" 
Hairline rules. 
Bell symbol M i 
! 
3/16" | 


Company logotype is centered i 
horizontally on bell symbol. l 


Note: For horizontal centering of one 
line logotypes, visual centerline is the 
top of lower-case letters. For two-line 
logotypes, visual conterline is the 
bottom of lower-case letters of the first 
line, excluding descenders. 


Bell symbol L 


Paper recommendation: D 
English finish. 
White pancake gummed 50 Ib. 


Logotype I 


7 point Helvetica Light. 
Address must always be one line. 


Hairline rules 
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Ohio Bell 


Edward J. Nelson 
Phone (215) 466-3376 


Company Memoranda Sheet 


First Class Envelope (9" x12") 
and Security Pattern 


For the 8⁄2" x 11" material that must be 
mailed flat, a first class 9" x 12" envelope 
is widely used by System companies. 
The diamond design serves a functional 
purpose for the post office. It distin- 
guishes this first class envelope from 
slower mail in this size envelope. 

Do not use a mailing label with the bell 
symbol where the symbol is already 
printed on the face of the 
envelope. See Example I, 
Page 19. 


Trademark C 


10 point Helvetica Light, 2 points leaded, 
flush left, ragged right. 


Diamond design bleeds to back 
of envelope. 


Align diamond tangent points on fold line: 


Note: On back of envelope, repeat words 
"First Class Mail," using the reproduction 


art shown here; place so as to clear all flaps. 


No other copy is to appear on the back. 


Paper recommendation: 
Substance 32 white kraft printed 
in green ink, in accordance with 
Bell System specifications. 


Security Pattern 


To obscure the contents, an overall pat- 
tern of bell symbols may be printed on the 
inside of an envelope. The pattern should 
be printed in the same color as the bell 
symbol appears on the outside of the 
envelope. 
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1/2" 


1/2" 


an Francisco, California 94105 


5/8" 5/16" 


Mr. Stanley L. Thurman 

C Vice President-Public Relations 
South Central Bell 
70l South 20th Street 
Birmingham, Alabama 35233 


NF material. Do not set type. 


PIS 
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Hairline rules 


This copy appears on your reproduction 


Class Mal 


5/16"  5J8" 


3-1/2" 


Quality Control A 


Quality control in areas of art prepara- 
tion and printing must not become lax. 
Consistency in the use of correct corpo- 
rate identification graphics and main- 
tenance of print production standards 
are vital to effective implementation 

of our identification program. Unless 
quality control is given on-going atten- 
tion, degeneration can occur in all 
aspects of stationery reproduction. 
These specially prepared examples 
demonstrate some of the more com- 
mon symptoms of poor control: 


A. Unauthorized positioning of ele- c D 
ments. Letterhead elements positioned 
in this “centered” layout are not accept- 
able. Only the formats demonstrated on 
pages 2-12 in this manual are permitted. 


B. Incorrect configuration used for 
company signatures. The one-line 
horizontal configuration is not accept- Al 
able as demonstrated on this envelope. —> 240 Néffh Meridian Street 
Only the flush left configuration may be Indiffnapotis, Indiana 46204 
used on stationery. one (317) 630-2171 


C. Incorrect position of address copy. 
As shown, address block has been 
positioned too close to the company 
signature. 


D. Incorrect size of identification 
elements. The symbol is too large. Size 
relationship between symbol and logo- 
type should not vary from that of the 
authorized reproduction sheets. 


E. Incorrect alignment of address 
block. As shown, address block has been Al 
aligned incorrectly with company identi- 
fication elements. Exercise care in 
positioning of elements. 


forth Meridian Street 
ianapolis, Indiana 46204 


F. Use of unauthorized typeface in lieu 

of approved company logotype. 

Do not substitute "similar looking" type- 
faces for the approved company logo- 

type. Approved reproduction sheets G 
must always be used for reproduction 

of the company signature. 


G. Use of incorrect typeface for 
secondary copy. Helvetica Light is 
the only typeface to be used for this copy. 


H. Incorrect letter spacing of com- Al 
pany logotype. The logotype should be 

reproduced from authorized reproduc- 240 
tion proofs. No variation from this letter T I 

or word spacing is acceptable. 


rth Meridian Street 240, 
napolisIndiana 46204 l 
one (317) 630-2171 


anapolis, Indiana 46204 
hone (317) 630-2171 


|. Use of preprinted mailing labels 
on first class envelopes produces a 
redundant use of the company 
identification. If the identification is 
already printed on the envelope, use 
either a blank white label or type 
directly on the envelope. 


J. Incorrect positioning of secondary 
symbols on letterheads. This occurs 
when secondary identification is posi- 
tioned anywhere other than in the lower 
right corner of the sheet, in flush-left 
alignment with the company signature. 


K. Use of secondary identification on 
business cards. Secondary identifica- 
tion (symbols and logotypes) is not 
permitted on business cards except for 
the Yellow Pages and PhoneCenter 
Store marks. 


L. Use of the blue and ochre identifi- 
cation stripes. Stripes are not per- 
mitted on any stationery item. 


KNEE: 0t 


Edward J 


M. Inconsistent color reproduction. 
Color should be visually matched to 
approved color standards, not only for 
the initial run of a stationery item but 
for each subsequent re-run. 


é N. Use of worn out printing plates. 
After a number of re-runs using the same 
N o plates, softness of the images often 
occurs resulting in “mushy” repro- 
duction. When this is detected the plates 
should be re-made. 


O. Poor embossing of the bell symbol. 
Improperly made or worn out dies with 
soft edges and insufficient depth can 
cause this poor reproduction on 
Executive Stationery. 


ianapolis, Indiana 46204 
hone (317) 630-2171 


anapolis, Indiana 46204 
one (317) 630-2171 
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How to obtain further 
information 


This combined edition of Part One and 
Part Two of the Stationery Manual shows 
both the application of the graphic 
designs on most of the stationery items 
used by System companies, as well as 
the specifications to use in the 
preparation of Finished Art. 


For those working only in one area of our 
visual identification we would suggest 
that you become familiar with the Bell 
System Corporate Identification Program 
Manual. You will find that the overview 
presented there will be helpful. It demon- 
strates how each aspect of the program 
fits into the total program adding impact 
and making our visual communications 
more effective. 


If there is any question raised by this 
manual please write to your company 
corporate identification program admin- 
istrator, Public Relations Department, or; 
Staff Associate, Reprographics Depart- 
ment, AT&T, New Jersey, 

Telephone: (201) 221-7527 or, 
Advertising Manager, Graphic Design, 
AT&T Public Relations and Employee 
Information Department, 

New York, New York. 

Telephone: (212) 393-2707 
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